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Abstract 

The study relies on UTAUT model to conduct a confirmatory factor analysis to 

understand the factors influencing the Moroccan and Finnish people in adopting 

online shopping. Then, it uses Hofstede theory to understand the relationship 

strength between the different variables.  

In this study, a total of 153 people were surveyed. They were drawn from two 

universities, Al Akhawayn University in Morocco and Oulu University in 

Finland. The questions of the survey were not designed to understand the use of 

any products or services. But, they were interned only to reveal the general 

behavior of online shopping among the citizen of both countries.   

This master study presents the finding of the study and validates the UTAUT 

model in both countries. Moreover, this study provides some practical solutions 

that could be used in marketing to influence people to use online shops. 

Moreover, it also demonstrates the reliability and validity of UTAUT scales and 

suggests further analysis to improve this model  
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1. Introduction  

Online shopping is a very popular form of online commerce. The main principle of 

online shopping is giving the possibility to worldwide customers to buy goods from 

online retailers without having to leave the comfort of their rooms. In order to do so, 

customers usually log directly to a preferred online store or use a search engine to 

browse products or service and compare their prices. After selecting the item, the online 

store usually provides its customers with several payment methods such as bank wire or 

credit card. After confirming the payment, the customer usually receives an electronic 

receipt as a form of an email. Finally, if the customer purchased a service, such as 

loading credits to a mobile phone, he will automatically get it. Otherwise, he will have 

to wait several days to get the product by post or go to a specific location to collect it. 

There is a wide range of products that can be purchased online. Online customers can 

buy almost anything from online retailers. For example, today, users can even buy their 

groceries from online shops. In general, this range of products is not usually very 

popular among online customers because they think it is more convenient to purchase 

them from a close physical store. In contrast, there are several products that are very 

popular to be bought online such as books, CDs, airline tickets, train tickets and 

vocations. This is mainly because it cheaper and more convenient to buy this range of 

products directly from the offering company than from a third party company. (What is 

online shopping?, 2006). 

There are two different forms of online shopping. The first type of online shopping is 

called Business-to-Business. This is when companies purchase products or services 

from other companies using their online stores. The second type of online shopping is 

called Business-to-customer. This is when consumers purchase product or services 

online. Although this later type is very popular in literature, it is not the most profitable 

type of online shopping. Several online shopping companies that are specialized to sell 

market offering directly to consumers are having bad time in generating good profit. 

These companies that sell popular internet market offering such as Books and CDs are 

still doing fine. Oppositely, companies that are offering products to other businesses are 

doing better than other type of companies (Limayem et al., 2000).  

1.1 Motivation of the study 

The main motivation of this study is to understand the reason behinds the online 

commerce development in Finland. When I first arrived to Finland, I found out that 

people are very comfortable purchasing products online. Meanwhile, in Morocco, 

online companies are still struggling to motivate people to use their services. In the 

beginning I thought that education and wealth are probably the most influencing factors 

that influence Finnish people to use more the online service. The more I stayed, the 

more I learned about other cultural aspects that could influence the online buying 

behavior in Finland. For example, after few discussions with some Finnish friends, I 

found out that they tend to trust online stores more than the Moroccans. Therefore, I 

decided to stop speculation and carry out an academic study to shed light on the cultural 

differences between the two countries and attempt to understand the reason of the 

online commerce development in Finland. 
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1.2 Research problem 

The behavior of online shoppers is very different from traditional shoppers. According 

to Liao et al. (2000), business organizations are using new telecommunication 

technologies to build online stores in order to create more value to their business. They 

are mainly encouraged to do so for two main reasons. First, it is easier than ever to build 

and manage an online store. Second, internet has become a convenient way to purchase 

and sell items. But, making this store a successful one which generates good income is 

very hard and challenging. In fact, it requires them to have a profound understanding of 

the online shopping behavior of the culture they are initially targeting. The main goal of 

this study is to understand the impact of the cultural difference, in this case Morocco 

and Finland, on the online shopping behavior. Therefore, its breaks down the main 

research question to the following research questions. 

What are the main factors that influence online shopping in Finland and Morocco? 

Does the gender moderate the relationship between the different factors in Morocco and 

Finland? 

Do Individualism /Collectivism have an impact on the online shopping behavior? 

In order to respond to this question accurately, a comprehensive literature review was 

conducted to understand the major online buying behavior models. Moreover, it was 

also necessary to understand how they were developed and also the critics they have 

received. After evaluating these models, one model was used to develop an online 

questionnaire to carry out an empirical study of the online behavior of Finnish 

customers. This model was also used to analyze the generated data from the online 

questionnaire.  

1.3 The scope of the current studies 

The current study was not only limited to Finnish and Moroccan citizens. Although this 

study took place exclusively in Finland and Morocco, it was not discriminating by any 

means nationals of other countries residing in these two countries. In fact, all the 

citizens of Finland and Morocco were considered as two homogenous groups. 

Therefore, the surveys were only developed in English to ensure that all the surveyed 

population interprets the same thing. Moreover, the respondents have not been asked 

any questions that intend to reveal information about nationality, origin and time spent 

in Finland and Morocco.  

The current study did not focus on any specific products or services. The online survey 

has been developed using an online buying behavior model in order to capture the 

buying model only of online customers. Therefore, respondents have only been asked 

general questions to evaluate their behavior. These questions were not design to capture 

any trends about products sold online in the Moroccan or Finnish market. Instead, they 

captured only the most important factors that make them to make an online purchase. 

1.4 Master thesis organization 

The rest of this master thesis has five different chapters. Besides this initial chapter, 

chapter two and three review the literature about online shopping in general and 

presents relevant theories which constitute the theoretical foundation of the current 

study. Chapter four describes the details of carrying out the current quantitative study. 
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Chapter five presents an analysis of the data. Chapter six discusses the analysis of data 

in the light of the theoretical foundation. The last chapter presents some practical 

implication of the study as well its limitations. 
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2. Consumer behavior  

This chapter reviews the literature concerning online shopping and presents the 

theoretical foundation of the current study. This chapter is divided into four main parts. 

The first part presents generally the consumer behavior concept from marketing 

standpoint. The second part presents the online consumer behavior and describes the 

MIAC model. The third part describes the online shopping environment in Finland and 

Morocco. Then, there is a description of the UTAUT model. 

2.1 Consumer behavior in general 

Consumer behavior is a scientific field that has attracted many scientists from different 

backgrounds. Long before the development of computers and e-commerce, scientists 

were interested to understand how customers order, use and dispose market offerings. 

According to Richarme (2005), the beginning of research on this topic has started 

around 300 years ago. One of the pioneers of this research who started to study the 

elements of consumer decision making from economic stand point was the Swiss 

economist and mathematician Nicholas Bernoulli. According to Loudon et al. (1993), 

these early works put the act of purchase at the center of their interest. Later, the scope 

of this topic has become bigger to attract interested researchers with psychological, 

anthropological and social backgrounds.  

Engel-Kollat-Blackwell consumer behavior model is an early model that 

comprehensively explains consumer behavior. In early seventies, three scientists whose 

names are Engel, Kollat and Blackwell have developed EKB consumer behavior model. 

The main motivation of developing EKB model was to organize all the knowledge that 

has been generated from previous research on the topic. This model decomposes the 

consumer behavior into five consecutive stages. The stages are problem recognition, 

search, alternative evaluation, choice and outcome. (Blackwell et al., 2001) 

Miniard-Blackwell consumer behavior model was developed to cope with the EKB 

limitations. During the early 2000s, EKB has been revised and new model was 

developed by Blackwell, Miniard and Engel. According to Blackwell et al. (2001), the 

EKB consumer behavior model does not take into consideration the external influences 

and facts that might alter the consumer idea about purchasing a product. Therefore, they 

have developed their new model to cope with this limitation. This model decomposes 

the consumer behavior into seven consecutive stages. The stages are the following: need 

recognition, search for information, pre-alternatives purchase evaluation, purchase 

consumption, post-consumption evaluation and divestment. The most important stages 

are shown in figure 1 and described in details in the following section of this document. 

(Blackwell et al., 2001) 
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Figure 1. Decision-making process (Kotler (2000), p. 179) 

2.1.1 Need awareness   

The initial stage of the consumer behavior is the need awareness. This stage is shown as 

the first step of the decision-making process in figure 1. According to Kotler (2006), the 

potential consumer starts by comparing his actual state against a desired state. 

According to Quester et al. (2007), the actual state is how the potential consumer 

perceives himself at the current time using all his senses. The desired state is how the 

potential consumer wants to perceive himself at the current time. By making this 

comparison, the consumer might recognize a need. For example, let’s imagine that 

someone does not have a smartphone. At a certain time, he will compare his current 

state and his desired state. He will find out that if he had a smartphone, he would have 

the ability to browse the net and receive emails. This means that he recognized the need 

of earning a smartphone. 

There are several factors that stimulate the need recognition among potential customers. 

According to Quester et al. (2007), the need does not exist if the potential customer 

does not recognize a problem between his current state and desired state. In general, the 

need recognition can be stimulated by several factors such as peer pressure, prior 

experiences. Moreover, one of the main objectives of the advertising is stimulating the 

need recognition. For example, if the person does not have any idea about the 

smartphone, he would not consider needing one. However, if he sees in a TV ad that 

smartphones are very useful to carry everyday task, his need recognition will be 

triggered. Eventually, he will feel a need to have one.  

2.1.2 Information search 

The second stage of the consumer behavior is information search. After recognizing the 

need, the potential customer starts seeking information to respond to it. There are 

several sources of information that could be used to get information. Kotler et al. (2006) 

have classified the sources of information into four distinct groups. The first group of 

information sources is called “Personal sources”. In this group, there are all the people 

that are around the potential customer such as, family, friends and contacts. The second 

group of information sources is called “commercial sources”. This group contains 

advertising, dealers and sales people. The third group is called “public sources”. This 

contains internet forums and consumer groups. This particular group of information is 

very important in the overall consumer behavior. This is mainly because it provides the 

potential customer with all the necessary information to move to the next step of the 

consumer behavior model. If he failed to get enough information, he might probably 

stop at this stage. Finally, the fourth information source is called “experiential sources”. 

This is mainly the experience that the potential user acquires when he tries the product 

or the service. (Kotler et al. (2006)) 

Need 
Awareness 

Information 
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Alternatives 
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Decision 
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2.1.3 Evaluation of alternatives 

The third stage of the consumer behavior is evaluation of alternatives. When the 

potential customer gets all the information about the market offering he needs, he will 

proceed to evaluate all the alternatives on hand. In general, he starts to make the priority 

of the factors he will be evaluating in order to narrow the number of the available 

alternatives. According to Blackwell et al. (2001), customers can start evaluating 

products from scratch or use already acquired information in order to decide on the best 

market offering. In general, it is hard to predict the evaluation process that the potential 

customers carry. This is mainly because there is not a predefined or single evaluation 

process according to Kotler (2006). According to Blackwell et al. (2001), the selected 

evaluation process is usually influenced by individual influences such as consumer 

resources, motivation, personality and lifestyle. In addition to that, it is also influenced 

by environmental influences such as culture, social class, personal influences and 

situation.  

2.1.4 Purchase decision 

The fourth stage of consumer behavior is purchase decision. In this stage, the potential 

customer made the decision to purchase the best product they have selected. Since the 

product can be usually purchased from different retailers, the potential customers start 

evaluating the potential places of the purchase. According to Blackwell et al. (2001), in 

addition to market offering and brand choice, potential customers also evaluate retailers 

in order to select the best of them. This is the main reason why retailers are constantly 

improving their services and images in order to attract more customers. For example, if 

the potential customer believes that a company XYZ is retailing his preferred product at 

a cheap price, he will evaluate the company. If the company is not trustworthy, he will 

not purchase the product from it. This is described by Kotler et al. (2006) as risk 

perception factor which plays also an important role in influencing purchase decision.  

2.1.5 Post-purchase behavior 

The fourth stage of the consumer behavior is the post-purchase behavior. The consumer 

behavior model does not stop when the customer made the purchase. In fact, the 

behavior continues one step further after the purchase. In this stage, the customer 

compares the expectation he or she had before acquiring the product or service and the 

value they had after doing so. This is mainly to assess the level of satisfaction they have 

about this product. This will play an important role in his future purchase behavior. For 

example, if the customer is very satisfied with the product he bought from the company 

XYZ, he will be more likely to purchase more products from it. Otherwise, he will write 

complain about the product which will negatively influence other potential customers.  

 

2.2 Model of intention, adoption and continuance (MIAC) 

There are three key concepts of online consumer behavior framework. According to 

Cheung et al. (2003), initially, experts in the field of consumer behavior were only 

studying the factors that influence online customers in adopting and using online 

retailers. After the development of online commerce, these experts have found out that 

the competitors are only few clicks away. Therefore, relevant online customer behavior 

theories should not only help companies to develop marketing plans to attract customers 

to use their products. In fact, they should also give them the necessary knowledge to 
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retain these customers. Then, the research on customer repurchase concept has lately 

gained much popularity among interested of the field. Overall, there are three main key 

concepts of online customer behavior framework which are intention, adoption and 

continuance. 

 

Figure 2. Intention, Adoption and Continuance (MIAC) Model (Cheung et al. (2003), p. 199) 

MIAC is the first online consumer behavior theory that associates intention, adoption 

and continuance. Cheung et al. (2003) have found out that there is no prior studies that 

attempted to associate these concepts together into one unified model. In order to do so, 

they have introduced MIAC model which is composed by two different models. The 

first model is called attitudinal theoretical model (ATM). According to its developers 

Lilien et al. (1992), it explains the major factors that influence only the intention and 

adoption components of the consumer behavior. The second model is called the 

expectation-confirmation model (ECM). This model, which was developed by Oliver 

(1980), attempted to explain the post-purchase stage of customer behavior. It says that 

consumers measure the actual performance of the product/service against the expected 

one. If the first performance exceeds or meets the second, the consumers are satisfied. 

Moreover, satisfied customers are more probably will use the information system 

according to Bhattacherejee (2001). Therefore, satisfaction is one of the factors that 

mediate the relationship between adoption and continuation component.   

2.2.1 Intention 

Technology acceptance theories have been used to understand the intention of users to 

purchase online. Since the early of seventies, scientists have been studying factors that 

motivate users to use and adopt information systems. This has led to the development of 

several theories and concepts. According to Cheung et al. (2003), these theories are also 

valid in explaining the users’ intention to use online store. This is mainly because online 

stores are only information systems that facilitate some tasks to its users. All these 

theories will be described in detail in a separate section of this literature review.  

Consumer behavior intention is influenced by different types of characteristics. 

According to Cheung et al. (2003), most studies have found that trust and perceived risk 

are very influential factors at this particular stage of the online shopping behavior. In 

addition to that, product type and price were also found influential. For example, 

according to Sohn (1999) users usually purchase products online that do not require 

previous physical examination such as Books and CDs. In addition, online merchant 

reputation and service quality are also very important according to Ruyter et al (2001). 

For example, users tend to purchase a product online from well-known online retailers 

to avoid any future problem such as scam.   

Intention 

•Consumer 
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Purchase 
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2.2.2 Adoption 

Consumer behavior adoption is influenced by factors from different categories. 

According to Cheung et al. (2003), there have been several empirical studies that tried 

to measure the impact of several factors on the adoption stage of the online shopping 

behavior. For example, regarding demographics characteristics, research such as 

bellman et al. (1999) and bhatnagar et al. (2000) have been mainly focusing on studying 

the impact of income, gender, age, education in making users adopt online shopping 

behavior. Regarding medium characteristics, research such as (Chau et al. (2000), 

Gordon et al.  (2002), Goldsmith (2000), Lee (2002), Kumar et al. (2001)) have found 

some influencing factors such as navigation, interface, security, accessibility and social 

presence. Regarding merchant characteristics, research such as (Lee (2002), Ward et al. 

(2000)) has found a relationship between privacy, security, reputation and adoption of 

online commerce.  

2.2.3 Continuance  

Studies on post online purchase behavior is very new phenomenon. According to 

Cheung et al. (2003), the first attempts to understand the repurchase behavior of online 

customers was carried out in late of nineties. For example, Bhattacherjee (2001) has 

developed a model to understand this particular phase. His model has been based on 

Expectation and Confirmation theory (ECT). He found that loyalty, satisfaction and 

confirmation are very important factors that influence users to repurchase online. Other 

studies have been carried out to understand the impact of single factors on this phase of 

online shopping behavior. For example, Fung et al. (1999) and khalifa et al. (2001) have 

found the significant of trust and satisfaction in this phase. Other studies such as Liang 

et al. (2002) and Gefen et al. (2001) have studied the significant of factors related to 

merchants and medium characteristics such as security navigation and service quality.  

There are five major categories of factors that influence the online consumer behavior. 

While carrying out literature review, Cheung et al. (2003) found out that the research 

about online consumer behavior is scattered around. This is mainly because most of the 

previous studies were investigating the impact of few factors on only one concept of the 

online consumer behavior. In order to build a global framework for online consumer 

behavior, all these factors have been captured from the literature, examined and 

classified. This classification has generated five main classes of influential factors in 

online consumer behavior. These categories are related to characteristics of consumers, 

environment, market offering, medium and online retailer. They will be described in 

detail in the next part of this research.  

2.2.4 Individual consumer characteristics 

Individual customer characteristics play an important role in influencing online 

consumer behavior. According to Zhou et al. (2007), there has been much study to 

understand the different individual factors that influence people to shop online. 

Moreover, Zhou et al. (2007) have a summary of individual factors that found 

influential to the online shopping behavior. In this context, individual customer 

characteristics stand for all the personal characteristics such as demographical, 

psychological attributes. MIAC model presents the influence of this category of the 

characteristics on the different stages of online purchase. The importance of these 

characteristics could be seen well in this example. Since young people were born in the 

era of technology, they have different individual characteristics than their parents who 
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have been accustomed only to purchase from physical stores. Therefore, they are more 

likely to purchase online than their parents. 

2.2.5 Environmental influences 

The buying behavior of online consumers is influenced by their environment. Several 

marketing researchers and experts have found out that the environmental factors can 

play an important role in influencing traditional users while buying behavior. For 

example, according to Blackwell et al. (2001), culture, peer influence and ads are 

influencing how people purchase from physical stores. Although there is a difference 

between shopping from online and physical store, these influences seems to be still 

valid according to Cheung et al. (2003). For example, if someone is hearing several 

recommendations about an online store from significant people such as friends and 

family members, he will be more likely to give it, at least, a try. 

2.2.6 Market offering characteristics 

Market offering characteristics can also influence online shoppers buying behavior. 

According to Jarvenpaa et al. (1996), a potential customer forms a general perception 

about the market offering before attempting to purchase it or not. The three main factors 

that influence this perception are quality, price and type. In the context of online 

shopping, market offering characteristics stand for all these three main factors in 

addition to other factors such as knowledge about the market offering, tangibility and 

differentiation. For example, customers are more likely to purchase some market 

offering online because they are much cheaper than in physical store such as airplane 

tickets Cheung et al. (2003). 

2.2.7 Medium characteristics 

Several factors related to medium characteristics were found to be influencing online 

consumer behavior. According to Cheung et al. (2003), there has been extensive 

research about this type of factors in the information system literature in general. Most 

of this research has been propagated to online commerce literature. This is mainly 

because, from computer science standpoint, an online store is only a website that is 

connected to a backend information system. Therefore, the factors that can motivate 

people to use a website are the same factors that motivate them to use an online store. 

These factors are related to information system security, quality, reliability, ease of use. 

Moreover, there are also some other factors that are related to website design such as 

interface colors and navigation.  

2.2.8 Online retailer characteristics 

Online retailers’ characteristics can play an important role in influencing online 

consumers’ behavior. Several researchers have carried out empirical research to find out 

the perception of online retailers by online consumers. For example, Hoffman et al. 

(1996) have introduced an extensive classification of online stores present online. 

Moreover, they have also presented a model of attributes to help ranking and evaluating 

online retailers. Cheung et al. (2003) have included factors such as privacy, service 

quality, security control, reputation in their study to build the MIAC. As a regular 

online buyer, I believe that these factors are very relevant because it is easy for 

everyone to setup an online store. Therefore, online customers usually rely on online 

retailer factors to select the best online retailer to avoid any potential scam.  
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Figure 3. The influencing characteristics in MIAC (Cheung et al. (2003), p.201) 

2.3 Online shopping in Finland 

There are several characteristics of online shopping behavior of Finnish shoppers. Two 

out of three online users in Finland are online buyers. Moreover, this type of buyers 

could be classified as regular online buyers since they are planning to make at least 

another online purchase within the next 6 months. Online buyers segment looks very 

attractive to businesses since it is characterized by its young age, high education and 

high income. Unlike least developed online markets, Finnish buyers intend to buy 

everything they need from online stores. Still, the three most popular products are 

entertainment, travel and products. These online buyers prefer to purchase from Finnish 

online stores such as NetAntilla.com and Huuto.net. Moreover, they prefer to use bank 

identifiers to pay for their purchased products. Knowing all these characteristics, it is 

important to conclude that online shopping is very established in Finland. (Researching 

and shopping online in Finland, 2012).  

There are several drivers that make online shopping very appealing to Finnish shoppers. 

Online Finnish buyers have a positive point of view regarding the offline shopping. This 

is mainly because they think that it is a good opportunity to be entertained and more 

trustworthy than any other form of shopping. They believe that online shopping is better 

because there are several drivers that make online shopping easy. First, online shopping 

websites have been developed by providing tools to make price comparison for the 

same product on different online stores. Second, online purchase can be done at any 
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time and from anywhere which make it very convenient to busy people. Third, there is a 

wide selection of payment tools that the user can choose from depending on his need. 

For example, they can use their bank credentials or make a wire. Fourth, there are 

several online forums and communication platforms that provide useful information to 

perspective buyers. Moreover, these platforms are very popular in Finland since one out 

of three online shoppers write review or comment a product. (Researching and shopping 

online in Finland, 2012). 

Finnish online shoppers are very aware of local online store as stated in researching and 

shopping online in Finland (2012). Regarding the awareness, Finnish online shoppers 

are very familiar with several popular Finnish websites. However, only heavy shoppers 

go directly to these online stores when they are looking for a new product. Oppositely, 

light or moderate shoppers prefer to spend time looking on products on online search 

engines. For example, although the shop is very popular, one third of online shoppers 

access it through online search engine. Regarding use, Finnish online shoppers tend to 

use search engines along with social media websites in order to know new online shops. 

They also spend considerable time evaluating the website of the online store before 

attempting to purchase from it. (Researching and shopping online in Finland, 2012). 

Finland ranks very high in internet use list. The presence of internet connection is a 

primary requirement to make an online purchase. Therefore, it is very important to 

dedicate a small section of this study to assess the internet penetration and internet use 

statuses in Finland. According to Hooper et al. (2010), in 2009, Finnish government 

passed a law to make internet access as a legal right. It asked all the internet suppliers in 

the country to provide all the population of the country with a connection of at least 1 

megabyte per second. This law has made Finland as the only country in the world to 

make internet connection a legal right for all its citizens. As stated in Finland internet 

usage and telecommunications reports (2010), there are 4,480,900 internet users out of 

5,255,695 residence of Finland. This makes Finland with an internet use rate of 85.3%. 

This rate puts Finland in the 10th position of world internet use list. 

Finland is one of the world most educated nations. Early education is very important in 

Finland. According to Hujala (2008), early education is very critical in early age 

because 90% of brain development occurs during the first five years. Then, 85% of 

brain nerve connections occur before the age of 7. The governmental investment in 

early education has paid off since Finland ranks high in many international school 

competitions. According to Burridge (2010), in 2006, Finland scored higher than all the 

developed countries in the subjects of science and reading in PISA, an exam for 15 year 

old children. Moreover, they have ranked second in mathematics after South Korea. The 

government also invests heavily on higher education since all the universities and high 

education institutions are tuition free. As stated in statistics Finland - human resources 

of science and technology in 2010(2012), 1,116,000 Finnish citizens, aged between 16 

and 76, acquired a third level of education. This makes 30% of the whole country 

highly educated. This was reflected in the UN’s Human Development Index report of 

2008. There, Finland ranked 0.993 in education index which puts it in the world best 

nations for education along with New Zealand, Denmark and Australia.  

2.4 Online shopping in Morocco 

Moroccan internet users are having difficulties in using bankcards to pay online. 

According to Abbasi (2008), On Line Commerce statistics office has surveyed 1000 

Moroccan internet users to find out more about the development of online shopping in 

Morocco. This study, which was made in 2008, has showed that Moroccans are still 
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afraid making online payments. For example, only 28% of the surveyed population is 

ready to make an online transaction using bankcard. Online users who are still reluctant 

to use this new payment method are usually justifying their choice using two main 

reasons. First, they do not want to reveal their bank information to online websites. 

Second, they do not feel good for paying for some physical products without touching 

them. Therefore, the preferred payment method among Moroccan online shoppers is 

cash and check. In general, while buying physical good, most of online shoppers order 

online and pay when they receive the goods. (Abbasi, 2008). 

There are good signs that the Moroccan online commerce is developing steadily. 

According to Abbasi (2008), the On Line Commerce survey has showed that 

Moroccans are mainly buying flight tickets, computer parts, and cosmetic products. 

This survey has showed that Moroccans are increasing the amount they spend online. 

For example, regular online shoppers spend around a mean of 100 euros per online 

transaction. However, for those, who are planning to buy in the future, are expecting to 

spend around 20 to 40 euros per purchase. According to the same study, these spending 

are expected to grow faster in the few coming years due to the development of the 

sector. In general, the population of the survey is very optimistic about the future of 

online shopping in Morocco. This is mainly because 92% of them believe that the 

online commerce will develop in the coming two years. These expectations have been 

realized. As stated in E-commerce le secteur confirme son expansion (2011), 3 years 

after that initial survey, in 2011, 714,000 transactions have been done. This showed an 

increase of 116% of the numbers of transactions made in 2010. 

Morocco is one of the African countries with the highest internet penetration. In the few 

last years, internet penetration in Morocco has dramatically increased. Today, 49% of 

Moroccans population, which is estimated to be around 32 million, is connected. This 

makes Morocco ahead of its neighbors such as Tunisia, Algeria and Egypt in terms of 

Internet penetration. Moreover, it is also ahead of wealthy African nations such as 

South Africa, Angola and Gabon. There are several constraints that slow down the 

progress of internet penetration in Morocco. The three most important constraints are 

the price of subscription, the development of the infrastructure and the culture of using 

computers. (Internet et l'économie marocaine: Une symbiose qui se renforce, 2012) 

Morocco is struggling to decrease its high illiteracy rate. 30% of the Moroccans 

population is illiterate. In 2011 – 2012, Moroccan ministry of statistics has published a 

report in which 39.7% of population was illiterate. This means that Morocco has 

reduced this number by a 10% in only one year. This is mainly attributed to a literacy 

program that was started in 2004. This program intends to help population become 

literate through providing them with free classes to learn the basics of reading and 

writing without the aim of gaining any diploma. The only obstacle of this kind of 

programs is the distribution of illiteracy rate in Morocco. For example, the majority of 

illiterate people are more than 45 years old. Moreover, they are living in rural and poor 

areas which do not have enough resources to invest heavily in literacy programs. 

(Marine, 2013) 

2.5 Technology adoption models and theories 

There has been much research which intended to understand the motivation for human 

behavior to act or behave in a certain way. The first theory to try to measure the 

performance and behavioral intention was developed in 1975 by Fishbein et al. (1975). 

After that, several researches have been inspired by this theory and modify it to develop 

new models and theories such as technology acceptance model and theory of planned 
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behavior. Other theories, such as motivation model and innovation diffusion theory 

have taken other directions and started from scratch to understand the human intention 

and behavior. In 2003, Venkatesh worked on the majority of theories that were 

developed in the field to design a general theory called UTAUT that was first published 

in Venkatesh et al. (2003). Table 1 lists major models and theories that were developed 

in the field.  

Table 1. Major models and theories that were developed to understand technology adoption 
(Sundaravej, (2006), p. 3) 

Models and Theories and 

papers 

Explanation Constructs 

TRA: Theory of Reasoned 

Action  

Fishbein et al. (1975) 

Intended to measure 

performance and behavioral 

intention. It was inspired by 

psychology.  

Attitude  

Subjective norm 

TAM: Technology Acceptance 

Model 

Davis (1989) 

 

It added more constructs to 

the previous Model (TRA) 

Perceived Usefulness 

Perceived Ease of Use 

Subjective Norm 

Experience 

Voluntariness 

Image 

Job Relevance 

Output Quality 

Result Demonstrability 

MM: Motivational Model 

Davis et al. (1992)  

 

This model was also inspired 

by psychology to explain the 

human behavior 

Extrinsic Motivation 

Intrinsic Motivation 

TPB: Theory of Planned 

Behavior  

Ajzen (1991) 

This model extends TRA by 

including one more variable 

Attitude  

Subjective norm 

Perceived Behavioral 

Control 
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C-TAM-TPB: Combined TAM 

and TPB  

Taylor et al. (1995) 

This model was a 

combination of TAM and 

TPB 

Perceived Usefulness 

Perceived Ease of Use  

Attitude  

Subjective norm 

Perceived Behavioral 

Control 

IDT: Innovation Diffusion 

Theory  

Rogers (1962) 

Moore et al. (1991) 

This theory was adapted 

from information system 

innovation theory.  

  

Relative Advantage 

Compatibility 

Complexity 

Observability 

Trialability 

Image 

Voluntariness of Use 

UTAUT: Unified Theory of 

Acceptance and Use of 

Technology Model 

Venkatesh et al. (2003) 

It compiles all the previous 

theories into one unified 

theory to explain why human 

being accept to use 

technology  

Performance Expectancy 

Effort Expectancy 

Attitude toward Using 

Technology 

Social Influence 

Facilitating Conditions 

Self-Efficacy 

Anxiety 

2.6 Unified Theory of Acceptance and Use of Technology (UTAUT) 

The unified theory of acceptance and use of technology has been based on several 

influential theories on the field of technology adoption. According to Venkatesh et al. 

(2003), there have been many competing models that try to explain the human behavior 

in adopting a new technology. Each one of these model brings different set of 

influencing factors. Therefore, a study has been carried out by Venkatesh and others’ 

scientists to review all these models and come up with a unified model including all the 

acceptance determinants. The models which were analyzed in the study are the TRA, 

TAM, MM, TPB, CTPB/TAM, PCUM, DI and CT shown in table 1.  

There are three main factors that influence users’ acceptance of new technology as 

stated in UTAUT shown in figure 4. According to Venkatesh et al. (2003), there are 

three main factors that influence users’ acceptance of new technology are performance 
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expectancy, social influence, effort expectancy and facilitating conditions. First, 

Performance expectancy stands for “the degree to which the user expects that using the 

system will help him or her attain gains in job performance” (p.447). This factor is also 

influenced by three main sub factors which are perceived usefulness, extrinsic 

motivation and outcome expectations. Second, Effort expectancy stands for “the degree 

of ease associated with the use of the system” (p.450). Third, social influence stands for 

“the degree to which an individual perceives that important others believe that he or she 

should use the new system” (p.451).  

UTAUT suggests that there are other external factors that influence users’ adoption of 

new technology. In addition to the three described factors, Venkatesh et al (2003) have 

also defined another factor that does not only influence the behavioral intention, but it 

leads to the actual use of the new technology. This factor is called facilitating conditions 

and stands for “the degree to which an individual believes that an organizational and 

technical infrastructure exists to support use of the system” (p.453). All the factors of 

UTAUT are mediated on the behavioral intention or the actual use. The factors that are 

responsible for the mediation are gender, age, experience and voluntariness of use. Each 

one of these mediating factors mediates two to four factors.  

 

Figure 4: Unified Theory of Acceptance and Use of Technology (Venkatesh et al. (2003), 
p.447) 

 

2.7 Studies outcome using UTAUT  

This section of the master thesis intends to provide background information about 

UTAUT use in some Arabic and European countries. During this stage of collecting 

previous relevant studies, I could not find studies which have been done in Morocco or 

Finland that used the hofstede’s theory to understand the relationships between the 

different UTAUT variables. However, I could find some studies that used the UTAUT 

models in countries that are culturally near to Morocco and Finland.   
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Table 2. UTAUT use in studies in countries that are culturally adjacent to Morocco and Finland 
(Pahnila, (2011), p. 4) 

Author Country Main finding  Differences compared 

to Venkatesh et al. 

(2003) 

AlAwadhi 

and Morris 

(2008) 

Kuwait The empirical data reveal that 

performance expectancy, effort 

expectancy, and peer influence 

determine students’ behavioral 

intention. Moreover, facilitating 

conditions and behavioral intentions 

have significant influence on the use 

of e-government services. 

Effort expectancy and 

peerinfluence 

determine students’ 

behavioral intention to 

use e-government 

services 

Al-

Gahtani 

(2006) 

Saudi 

Arabia 

All of the paths in TAM and TPB 

were statistically significant, while 

in UTAUT all of the paths in the 

model were significant (without 

interacting variables). These 

findings differed from the findings 

of Venkatesh et al. (2003). 

Findings with interacting variables 

reveal that the effect of the direct 

path from effort expectancy to 

intention is insignificant. Also, the 

direct path from facilitating 

conditions to usage is insignificant. 

Performance expectancy and social 

influence have a significant effect 

on intention. 

Effort expectancy and 

subjective norms 

(social influence) have 

a significant effect on 

intention. 

Findings with 

interacting 

variables (gender, age, 

experience, 

voluntariness, and 

perceptions of 

behavioral 

control) reveal that 

performance 

expectancy and social 

influence have a 

significant effect on 

intention. 

Al-

Gahtani 

et al. 

(2007) 

Saudi 

Arabia 

With respect to the UTAUT model, 

the results of the study are 

consistent with the findings of Al-

Gahtani (2006). 

Effort expectancy and 

subjective norm have a 

significant effect on 

intention. 

Findings with 

interacting variables 

(age and experience) 

reveal that 

performance 

expectancy and 

subjective norm have a 

significant effect on 
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intention. 

Al-Shafi et 

al. (2009) 

Qatar The results of the regression 

analysis reveal that performance 

expectancy, effort expectancy, 

social influence, and facilitating 

conditions have a significant 

influence on the use of e-

government services. Effort 

expectancy and behavioral intention 

have an insignificant impact on the 

use of e-government services. 

Performance 

expectancy and social 

influence have a 

significant influence 

on the use of e-

government services. 

Effort expectancy and 

behavioral intention 

have an insignificant 

impact on 

the use of e-

government services. 

Carlsson 

et al., 

(2006) 

Finland Performance expectancy, effort 

expectancy, social influence, and 

attitude have a direct significant 

effect on intention. Facilitating 

conditions and intention have an 

effect on the use of mobile 

devices/services. Facilitating 

conditions and anxiety do not have a 

direct effect on intention. 

Effort expectancy, 

social influence, and 

attitude have a 

significant effect on 

intention. 

Isabelle 

and 

Sandrine, 

(2009) 

France Structural equation modeling results 

indicate that performance 

expectancy has a significant impact 

on intention at the organizational 

level but not at the individual level. 

Subjective norms have a significant 

impact on intention. 

Facilitating conditions directly 

influence contribution to the KMS. 

Effort expectancy does not have an 

impact on intention. 

Socio-demographic characteristics 

do not have a significant effect on 

the contribution to the KMS. Effort 

expectancy has a significant impact 

on contribution. 

Performance 

expectancy has an 

insignificant impact on 

intention at the 

individual level. 

Subjective norms 

(social influence) have 

a significant impact on 

intention. 
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The results of the different studies presented in table 2 are somehow similar to each 

other’s. All the studies presented in intended to use UTAUT model alone or with other 

variables to check the significance of these variables on the overall use of the 

technology or the system. One thing that we could conclude is that all the variables in 

the UTAUT model were significant. Sometimes, other variables were found also 

significant such as attitude in the study which was made in Finland. This means that 

results overall are found to be similar to each other’s regardless of the cultural impact. 

Neither of these studies studied the impact of gender difference on the overall UTAUT 

model. Although they have asked respondents about their gender, these studies did not 

dig deeper into understanding how gender could change the relationship between the 

different variables. This could be attributed to different reasons. For example, the 

authors thought that the gender could not be significant in the current study they are 

doing because the technology adoption is not really related to the gender. Or, they are 

only interested about the big picture first and could run some small tests later on.  

 

2.8 Hofstede cultural dimension theory 

Nationals of one country share the same values and culture. According to Hofstede 

(1983), an American company had a policy which dictates that the salary proposal 

should be written by the employee’s direct superior. This policy was interpreted 

correctly in the home company in the US. However, the employees of this company in 

its subsidiary in France were not able to interpret it correctly. They have thought that 

the direct superior is the boss of the whole division. This could be attributed to the 

cultural differences between France and the USA. More precisely, due to their shared 

values, the French managers and their employees have a different perception of the 

exercise of authority in the organization than their colleagues in the USA. These values 

are generally initiated in the families and fostered in the school. After carrying out an 

extensive study in IBM, Hofstede come up with four different elements that could be 

different from one culture to another. Here are the dimensions.  

2.8.1 Power distance  

Power distance index intends to measure equality perception in cultures. According to 

Hofstede (1994), “power distance is the extent to which the less powerful members of 

organizations and institutions (like the family) accept and expect that power is 

distributed unequally”. In this context, the inequality degree in the society is measured 

from bottom up. This is mainly because the followers play as important role as leaders 

in defining the degree of inequality in a society. Cultures that rank very high in this 

index accept more consultative and democratic power distribution. Therefore, people 

are more likely to address themselves equally regardless of their professional or societal 

status. Moreover, members feel free to comment and critique the decisions taken by 

leaders of groups and institution. Cultures that rank very high in this index accept 

autocratic power distribution in the group. Therefore, people do not feel free to interact 

with people in power or discuss their decisions. In general, this index does not give a 

description in the inequality level in cultures. This is mainly because its initial objective 

is to give an idea about how people accept power distribution in their cultures.  
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2.8.2 Individualism and collectivism  

Individualism v/s collectivism index intends to measure the degree of integration of 

individuals in the group. According to Hofstede et al. (1988), the individualism v/s 

collectivism index stands for “the degree to which individuals are integrated into 

groups”. In individualist societies, the relationship between people is weak. This means 

that everyone is expected to take care of himself/herself and his/her immediate family. 

Therefore, these societies put more stress on individual rights and personal 

achievements. In collectivist societies, people are integrated into strong group since 

their birth. In this type of societies, the families are bigger than in individualist 

societies. This is mainly because children are expected to be loyal to their extended 

family, such as their uncles and aunts, in exchange of protection and sometimes 

education.  

2.8.3 Masculinity and femininity  

Masculinity v/s femininity index intends to measure the gender of values in a society. 

According to Hofstede et al. (1988), the objective of this index is to measure “The 

distribution of emotional roles between the genders”. The domination of some values in 

the society is very much related to the gender type of it. For example, competitiveness, 

assertiveness and materialism are more present in masculine cultures. However, in 

feminine societies, there is more emphasis on relationship and quality of life. Moreover, 

in masculine societies, there is a big difference in gender role than in feminine societies. 

For example, there are some jobs that are strictly reserved to men such as truck driver 

and taxi driver. However, in feminine societies, there is no difference between jobs and 

everyone can work in every job without any gender restrictions.  

2.8.4 Uncertainty avoidance index 

Uncertainty avoidance index intends to measure the degree of tolerance to uncertainty 

and ambiguity. According to Hofstede et al. (1988), this index intends to “indicate to 

what extend a culture programs its members to feel either unconformable or 

comfortable in unstructured situations. This index is often called man’s search for truth 

index in the literature. This is mainly because it tries to sort societies on their attitudes 

to look for ways to organize themselves better. Cultures that rank high in this index are 

more likely to be organized. This is mainly because they tend to spend much time to put 

laws and regulations to avoid uncertainty in their life. Moreover, members of these 

cultures are also high resistant to change because they require sufficient knowledge 

before they attempt to carry change. Cultures, which rank low in this index, are more 

likely to be disorganized and have fewest possible rules. This is mainly because 

members of this culture feel more comfortable in unstructured situation. Moreover, they 

tend to be more tolerant to change and more pragmatic.  

2.8.5 Long term orientation v/s short term orientation 

Long term orientation v/s short term orientation intends to describe the importance of 

future in a culture. According to Hofstede (1994), on the one hand, cultures which rank 

high in long term orientation have values related to thrift and perseverance. This means 

that their traditions and history does not have any value if they are compared to their 

future. Therefore, they value more practices that lead towards future reward and reject 

traditions that act as obstacle for their future. On the other hand, culture which rank 

high in short term orientation put more emphasis on their cultural heritage and tradition. 
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Therefore, members of these organizations respect more their traditions and follow 

social regulations.  

2.8.6 Morocco and Finland in  

Table 3. Ranking of Finland and Morocco (Arab Countries) in different dimensions of the 
Hofstede’s cultural dimension theory (Hofstede, (1983), p. 52) 

  Power 

distance 

Uncertainty 

Avoidance 

Individualism Masculinity  

Country Abbrev-

iation 

Index 

(PDI) 

Rank Index 

(UAI) 

Rank Index 

(IDV) 

Rank Index 

(MAS) 

Rank 

Finland Fin 33 8 59 20-21 63 34 26 7 

Arab 

Ctrs. 

Ara 80 44-45 68 24-25 38 25 53 28-29 

 

Finland ranked higher in power distance dimension than Morocco. As could be 

explained from table 3, Moroccan people have a tendency to accept hierarchical order. 

Moreover, everybody has his or her own place in society without any justification. 

However, in Finland, the power is more democratically distributed where all the people 

are assumed to be equal to each other’s.  

Finland ranked higher in uncertainty avoidance than Morocco. As could be explained 

from table 3, Finnish people tend to prefer avoid uncertainty more than the Moroccan 

people. This means that they work hard to put rules and codes for everything. 

Moreover, they have little tolerance to odd or abnormal behaviors.  

Morocco ranked higher in individualism dimension than Finland. Morocco is 

considered to be a collectivistic society. This means that there a strong relationship 

between the different members of the groups. Moreover, the members take 

responsibility and follow members of the groups. In Finland, this less appears because 

everyone is supposed to live life the way he or she wants without having to be a part of 

follow a group.  

Finland ranked higher in masculinity femininity index than Morocco. This means that 

Finland is considered to be a feminine society. Therefore, there is a strong emphasis on 

the quality of life. Moreover, there is less gender difference than in Morocco. This 

means that everybody can have a job in anything regardless to the gender. Moreover, 

there is no particular function that is associated with gender in the family. This is the 

opposite for the Moroccan society where the man works to get money and pay for his 

family while the woman concentrate on growing up kids and take care of the house.  
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3. Research Methodology  

This chapter presents the details of the research methodology of the current study. First, 

it describes the sample population. Then, it describes the questionnaire design and 

format. Moreover, it describes the method of distributing the surveys. Finally, it 

presents the questions of the survey. 

3.1 Study overview  

The current study is quantitative study which was completed in three different phases. 

The first phase of this study was dedicated on planning the survey. In this phase, I 

decided how many people had to answer the survey in order to be able to draw good 

conclusions. The second phase of this study was dedicated on distributing and gathering 

the data. Finally, the last phase was dedicated on analyzing and interpreting the data.  

3.2 Research frameworks  

The survey is based on UTAUT model. Long before the development of UTAUT by 

Venkatesh et al. (2003), many scientists have developed similar models such as TAM 

and TPB. The first reason why this model was chosen is because it is a summary that 

consolidate factors of eight similar older models. Moreover, this model is very popular 

in online commerce adoption. This is mainly because it has been used in several 

research projects to evaluate the online shopping factors in different countries.  

3.3 Research hypotheses  

Table 4 shows the different hypotheses that will be shown. In the introduction part, the 

study presented three main questions that this research is trying to answer. These 

questions have been translated into hypotheses and put in table 4. 

Table 4. Research hypotheses  

NO. Hypothesis 

H.1 Cultural difference influences the relationship between Performance 

expectancy and behavioral intention 

H.1a Cultural difference influence the moderation of gender on the relationship 

between performance expectancy and behavioral intention 

H.2 Cultural difference influences the relationship between effort expectancy and 

behavioral intention 

H.2a Cultural difference influence the moderation of gender on the relationship 

between effort expectancy and behavioral intention 

H.3 Cultural difference influences the relationship between social influence and 

behavioral intention 
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H.3a Cultural difference influence the moderation of gender on the relationship 

between behavioral intention and shopping online  

H.4  Cultural difference influences the relationship between facilitating conditions 

and actual shopping  

 

3.4 Survey sampling environments 

The survey samples were drawn from two universities in Finland and Morocco. In 

Finland, the surveyed people belong to the University of Oulu in northern Finland. This 

university has been established in 1958 and now has more than 16 000 students 

studying in six faculties. The dominant majority of them are Fins except few 

international students. In Morocco, the respondents of the study belong to Al Akhawayn 

University. It is the only American style university in Morocco that adopts the English 

language as a language of instruction. It currently has around 2000 of students studying 

in three main faculties. The university has very hard selection process and its tuition 

fees are high. Therefore, it is not accessible to the majority of Moroccans.  

3.5 Sample size  

The sample size was supposed to be high enough to be able to draw conclusive results. 

Sample size selection is an important step in questionnaire design. Failing to attract 

enough respondents of the questionnaire, the overall quantitative study results would 

not be able to produce statistically valid results which negatively affect the conclusions 

of the study. According to Hair et al. (2010), in order to carry out a successful factor 

analysis, the sample size should be at least five times the number of factors. In the 

current study, we have 20 variables to be analyzed. Therefore, we needed to have at 

least around 100 valid questionnaires. 

3.6 Sampling method  

The sampling method for the current survey is a snowball sampling. The survey was 

built on Toluna QuickSurveys website. Then, I have used mainly Facebook to distribute 

the survey among the people that I know in both universities in Finland and Morocco. I 

have also asked them to send it to their friends and contacts that fulfill the requirements. 

Only two of the respondents asked me questions about the content of the survey before 

starting answering it. In addition my own contacts, I have been searching in Facebook 

for groups related to these two universities. I found several and I have posted the survey 

in them. After two weeks, I stopped the survey because the respond rate decreased 0 for 

the last 3 days.  

3.7  Questionnaire design  

The questionnaire was based on UTAUT model. In the literature review, much research 

has been carried out to find out the most relevant theories which were related to online 

shopping. Since several models were described, it was necessary to select the most 

important ones to build the survey accordingly. In the original UTAUT model 

developed by Venkatesh et al. (2003), there are four moderators that moderate the 

relationship between behavioral intention construct and the other related independent 

constructs. For the sake of simplification, three moderators have been removed and only 

one moderator (gender) has been tested in the current research.  
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The survey questions have been worded carefully. In order to get a precise answer from 

the sample population, it is important for them to understand carefully the questions. 

According to Hays (2008), designing the questionnaire is a very important step in 

carrying out quantitative study. A careful attention has been paid to wording the 

sentences as they should be clear and concise. In order to remove any ambiguity, the 

questions have been formulated and have been given to a small sample of 20 people to 

provide their feedback. After correcting the questions, the final version of the survey 

was handed in to the supervisor for approval.  

3.8 Questionnaire sections 

The questionnaire is composed of three main sections containing 20 questions as shown 

in table 5. The first section contains two questions intended to elicit information about 

country of citizenship or living and her or his gender. The second section contains 2 

questions to measure the frequency of purchase which is the actual use in UTAUT 

model. Respondents have to show their frequency of purchase by selecting on of five 

different answers for each question. The third section contains 16 questions intend to 

measure the different constructs of the UTAUT model. Each construct is measured by 

three questions except construct “Effort Expectancy” which was measured by four 

questions.  Respondents have to select one answer five different choices that make up 

the Likert scale, developed by Likert (1932). 

3.9 Survey questions  

Most of the survey questions listed in table 5 are based on theoretical work. The first 

two questions that were intended to measure the country of resident and gender were 

not based on any prior study because they are very normal questions. For the 

independent construct of the UTAUT model, they have all been based on the work of 

Venkatesh et. al. (2003). There was only a small medication of the original questions in 

order to reflect the use of online shopping. For example a question like “I would find 

the system useful in my life” has been changed to become “I would find online 

shopping useful in my life”. Regarding the dependent variable Intention, the questions 

were based on a similar study carried out by Sundaravej (2003). Finally, for the Actual 

use, there are two questions that intend to check the frequency of use.  

Table 5. Survey questions 

Survey Questions 

Country 

Gender (Male/Female) 

Frequency 

Fr.1 How many times do you  shop online in a month 

Fr.2 How frequently do you shop online  

Performance Expectancy 

P.1 I would find shopping online useful in my life 

P.2 Shopping online enables me to save more time 

P.3 If I use online shops, I will increase my chances of purchasing good products. 

 
Effort Expectancy 

E.1 My interaction with online stores would be clear and understandable 

 
E.2 It would be easy for me to become skillful at shopping from online stores 

E.3 I would find the online shops easy to use 

 
E.4 Learning to shop from online stores is easy for me 
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Social Influence 

S.1 My close friends  think that I should purchase online 
S.2 People who are important  to me think that I should purchase online 

S.3 People in my workplace has been encouraging me to shop online 

Facilitating conditions 

F.1 I have the resources necessary to shop online such as bank card 

 
F.2 I have the necessary knowledge to shop online 

F.3 A specific person (or group) is available to assist me shopping online 

Intention  

I.1 I intend to shop online in the future 

I.2  I predict I will shop online in the future 

I.3 I plan to shop online in the future 

 

3.10 Data Analysis Description  

After distributing the surveys and gathering the data, SmartPLS has been used in order 

to analyze the data and test the hypotheses. According to Hair et. al (2006) dependent 

variables explains independent variables. In order to test the relationship between these 

two types of variables, SmartPLS, path modeling software, has been used. The 

following chapter shows the different results of this analysis.  
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4. Data analysis  

This chapter carry out confirmatory factor analysis on the data gathered using the 

survey. It is divided into three main parts; the first describes the different steps of the 

confirmatory factor analysis (CFA) of the Moroccan sample. Then, there is a part which 

describes the different steps of the CFA for the Finnish sample. Finally, there is a part 

which compares the means of both countries regarding the different questions.  

4.1 Morocco  

This section of this chapter provides information about the demographics of the 

respondents. In addition to that, it describes the different steps of the confirmatory 

factor analysis that was carried out on the data regarding the Moroccan sample.  

4.1.1 Demographics  

The percentage of the males’ respondents is a little bit higher than the average for the 

Moroccan sample. Table 6 shows that 60.8% of the respondents are men while 39.2 % 

are females.  

Table 6. Gender distribution of the Moroccan sample 

Country Variable  Frequency  Percent  

Male 45 60.8% 

Female 29 39.2% 

Total 74 100% 

4.1.2 Descriptive analysis  

Table 7 shows the descriptive statistics of the Moroccan sample. The table is organized 

to show the different instruments classified under the different factors. The mean of the 

different instruments is ranging from 1.73 to 4.32 and the standard deviation from 0.721 

to 1.378.   

Table 7. Descriptive analysis of the Moroccan sample 

Item / Factor Mean Std. 

Deviation 

Frequency    

Fr.1 How many times do you  shop online in a month 1.73 .746 

Fr.2 How frequently do you shop online  1.89 1.117 

Performance Expectancy   

P.1 I would find shopping online useful in my life 4.20 .721 

P.2 Shopping online enables me to save more time 4.36 .804 
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P.3 If I use online shops, I will increase my chances of 

purchasing good products. 

 

3.53 1.050 

Effort Expectancy   

E.1 My interaction with online stores would be clear and 

understandable 

 

3.53 .996 

E.2 It would be easy for me to become skillful at shopping 

from online stores 

3.78 1.037 

E.3 I would find the online shops easy to use 

 

4.09 .878 

E.4 Learning to shop from online stores is easy for me 4.15 1.029 

Social Influence   

S.1 My close friends  think that I should purchase online 3.09 1.023 
S.2 People who are important  to me think that I should 

purchase online 

2.99 1.066 

S.3 People in my workplace has been encouraging me to shop 

online 

3.04 1.199 

Facilitating conditions   

F.1 I have the resources necessary to shop online such as bank 

card 

 

3.93 1.378 

F.2 I have the necessary knowledge to shop online 4.32 .908 

F.3 A specific person (or group) is available to assist me 

shopping online 
2.70 1.321 

Intention    

I.1 I intend to shop online in the future 3.59 1.146 

I.2  I predict I will shop online in the future 3.72 1.014 

I.3 I plan to shop online in the future 3.80 .936 

 

4.1.3 Convergent validity analysis 

The reason behind using the convergent validity is to check the association between the 

different measures that are intended to measure the same construct. According to 

Gefen§ et al. (2005), this convergent validity is passed when these items replies are 

consistent.  

In this particular case, confirmatory factor analysis, this type of validity is dependent on 

two important values AVE (average variance extracted) and CR (Composite reliability) 

According to Hair et al. (2006), in order to have good convergent validity, the AVE 

should exceed 0.5 and CR should exceed 0.7. 

Table 8 shows that Average variance extracted for five constructs is above 0.5. The only 

construct that scored lower in this test is “Facilitating Conditions” with a score of 0.45. 

Regarding the composite reliability, all the constructs scored higher than 0.7.  

Table 8. The average variance extracted and the composite reliability of the different constructs 
before removing any measurements 

                            AVE Composite Reliability 

    Behavioral intention 0.7825 0.9152 

      Effort Expectancy 0.6103 0.8608 
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Facilitating conditions 0.4514 (0.6591*) 0.7084(0.7937*) 

 Performance Expectancy 0.5575 0.7905 

       Social Influence 0.677 0.86 

           Use Behavior 0.7758 0.8728 

Note: the number in bold is below the recommended threshold  

*values after removing F.3 

The AVE and composite reliability of “Facilitating Conditions” construct can be 

improved to reach the threshold. The loadings of this constructs were assessed and the 

item with the lowest loading was F.3 “A specific person (or group) is available to assist 

me shopping online” with a score of 0.5731. After removing this item, AVE and CR 

became 0.6591and 0.7937 as shown in table 8. 

4.1.4 Confirmatory factor analysis 

Table 9. The loadings of the final selected items 

Item / Factor Loadings 

Use Behavior  (AVE =0.78 , CR =0.91)  

Fr.1 How many times do you  shop online in a month 0.8016 

 
Fr.2 How frequently do you shop online  0.9554 

Performance Expectancy (AVE = 0.55, CR = 0.79)  

P.1 I would find shopping online useful in my life 0.7134 

P.2 Shopping online enables me to save more time 0.7828 

P.3 If I use online shops, I will increase my chances of purchasing good 

products. 

 

0.7422 

Effort Expectancy (AVE = 0.61 , CR = 0.86)  

E.1 My interaction with online stores would be clear and understandable 

 

0.6368 

E.2 It would be easy for me to become skillful at shopping from online 

stores 
0.7638 

E.3 I would find the online shops easy to use 

 

0.8666 

E.4 Learning to shop from online stores is easy for me 0.8374 

Social Influence (AVE = 0.67, CR = 0.86)  

S.1 My close friends  think that I should purchase online 0.886 
S.2 People who are important  to me think that I should purchase online 0.9156 

S.3 People in my workplace has been encouraging me to shop online 0.6385 

Facilitating conditions (AVE = 0.65, CR =0.79)  

F.1 I have the resources necessary to shop online such as bank card 

 

0.8016 

F.2 I have the necessary knowledge to shop online 0.9554 

Behavioral Intention (AVE =0.78 , CR =0.91)  

I.1 I intend to shop online in the future 0.9143 

I.2  I predict I will shop online in the future 0.8688 
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I.3 I plan to shop online in the future 0.8698 

Note: All the items loadings are at a significance level of 95% (AVE: average variance 

extracted, CR: composite reliability) 

After running all the reliability and validity tests, one item has been removed F.3 from 

“Facilitating Conditions” construct. At this stage, the reliability of the 6 scales is proven 

because the composite reliability is higher than 0.7 as stated in the research done by 

Bagozzi et al. (1988). In addition to that and according to the same study, the 

convergent validity test is demonstrated as the items loadings are higher than 0.6. 

Moreover, this test is proven also because the AVE of all the constructs are higher than 

0.5 according to Fornell et al. (1981). 

4.1.5 Discriminant validity  

The result of the discriminant validity in the Moroccan sample shows that there is a 

strong reflection between the different measures and their theorized construct more than 

a relationship within the rest of the measures. According to Hair et. al. (2006), the 

discriminant validity of data is verified by comparing the square root of the Average 

Variance Extracted (AVE) to the correlation between the different constructs. If the 

Average Variance Extracted (AVE) is bigger than the correlation of the different 

constructs. As shown in table 10, the AVEs, which are the bold numbers in diagonal, 

are larger than any inter-construct correlation, the numbers on the left and bottom of the 

AVE. Therefore, the discriminant validity is checked for the Moroccan sample.  

Table 10. Discriminant validity result for the Moroccan Sample 

                        
Behavioral 

intention 

Effort 

Expectancy 

Facilitating 

conditions 

Performance 

Expectancy 

Social 

Influence 

Use 

Behavior 

Behavioral 

intention 0.88459 - - - - - 

Effort 

Expectancy 0.506 0.781217 - - - - 

Facilitating 

conditions 0.2159 0.3875 0.81185 - - - 

 Performance 

Expectancy 0.4538 0.4544 0.1915 0.746659 - - 

Social 

Influence 0.511 0.3046 0.1008 0.2492 0.8228 - 

Use Behavior 0.2681 0.1127 0.2859 0.1254 0.1124 0.8802 

4.1.6 Multiple regression analysis  

The data from table 11 shows that all the theorized relationships between the different 

variable in UTAUT model are significant in the Moroccan model. Moreover, the 

strongest relationship in the Moroccan sample is between Social Influence and 

Behavioral Intention (Beta = 0.36). Moreover, the weakest relation is between 
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Behavioral Intention and Use Behavior (Beta = 0.21). The implication of these values 

will be discussed in details in the discussion part.  

Table 11. Regression coefficients of the UTAUT model   

 Beta  P-value 

          Behavioral Intention -> Use Behavior 0.2164 0.019030 

      Facilitating conditions -> Use Behavior 0.2392 0.001940049 

     Effort Expectancy -> Behavioral Intention  0.2898 0.001391235 

Performance Expectancy -> Behavioral Intention 0.2311 0.001547937 

      Social Influence -> Behavioral Intention 0.3652 2.00786E-06 

P-values are less than 0.5, so the result is statistically significant 

The model does not fit very well in the Moroccan sample. Table 12 shows that the R 

square value for Behavioral Intention is 0.43 which is moderately good. This means that 

43% of the Behavioral Intention could be predicted by the variables “Effort 

Expectancy”, “Performance Expectancy” and “Social Influence”. However, the r square 

value of Use Behavior variable is only 0.12. This means that the model does not fit well 

in the Moroccan sample. One explanation could be that the relationship between the 

constructs Behavioral Intention and Use Behavior should be switched. This is mainly 

because Intention is more in the future than the Actual Use. This could explain the low 

R square that was resulted in this study.  

Table 12. R square of the dependent variables  

Dependent value R Square value 

Behavioral intention 0.4308 

Use Behavior 0.1266 

 

4.2 Finland  

This section of this chapter provides information about the demographics of the 

respondents. In addition to that, it describes the different steps of the confirmatory 

factor analysis that was carried out on the data regarding the Finnish sample.  

4.2.1 Demographics  

The percentage of the males’ respondents is a little bit higher than the average for the 

Finnish sample. Table 13 shows the different statistics related to demographics of the 

Finnish sample.  

 

 



35 

Table 13. gender distribution of the Finnish sample  

Country Variable  Frequency  Percent  

Finland Male 41 52.6% 

Female 37 47.4% 

Total 78 100% 

 

 

4.2.2 Descriptive statistics  

Table 14 shows the descriptive statistics of the Moroccan sample. The table is organized 

to show the different instruments classified under the different factors. The mean of the 

different instruments is ranging from 2.10 to 4.32 and the standard deviation from 0.847 

to 1.214   

Table 14. Descriptive analysis of the Finnish sample 

Item / Factor Mean Std. 

Deveiation 

Frequency   

Fr.1 How many times do you  shop online in a month 2.10 .847 

Fr.2 How frequently do you shop online  2.15 1.070 

Performance Expectancy   

P.1 I would find shopping online useful in my life 4.13 .972 

P.2 Shopping online enables me to save more time 4.01 1.063 

P.3 If I use online shops, I will increase my chances of 

purchasing good products. 

 

3.37 1.207 

Effort Expectancy   

E.1 My interaction with online stores would be clear and 

understandable 

 

3.73 .963 

E.2 It would be easy for me to become skillful at shopping from 

online stores 
4.06 .917 

E.3 I would find the online shops easy to use 

 

4.09 .871 

E.4 Learning to shop from online stores is easy for me 4.26 .932 

Social Influence   

S.1 My close friends  think that I should purchase online 3.14 .990 
S.2 People who are important  to me think that I should 

purchase online 

3.15 1.007 

S.3 People in my workplace has been encouraging me to shop 

online 
3.09 1.047 

Facilitating conditions   

F.1 I have the resources necessary to shop online such as bank 

card 

 

4.23 1.161 

F.2 I have the necessary knowledge to shop online 4.36 .993 

F.3 A specific person (or group) is available to assist me 

shopping online 
3.14 1.214 
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Intention    

I.1 I intend to shop online in the future 3.72 .979 

I.2  I predict I will shop online in the future 3.67 1.028 

I.3 I plan to shop online in the future 3.81 .968 

 

4.2.3 Convergent validity average 

The initial Convergent validity check showed that there are some problems regarding 

two constructs. As shown in table 15, before removing any measurement, the 

convergent validity was checked. The result showed that the AVEs of “Effort 

Expectancy” and “Facilitating Conditions” was 0.43 and 0.28. In addition to that, 

regarding the second construct, it was 0 in composite reliability. These values are below 

the average. Therefore, some measures should be removed in order to improve the 

overall convergent validity of the data.  

Table 15. the average variance extracted and the composite reliability of the different constructs 
before removing any measurements 

                            AVE Composite Reliability 

    Behavioral intention 0.621 0.8303 

      Effort Expectancy 0.4386 (0.5013*) 0.7565(0.7495*) 

Facilitating conditions 0.2832(0.5139**) 0(0.6651**) 

 Performance Expectancy 0.6371 0.8394 

       Social Influence 0.6354 0.8392 

           Use Behavior 0.6316 0.7706 

Note: the number in bold is below the recommended threshold  

*values after removing E.2 

**values after removing F.2 

The AVE and composite reliability of the “Effort Expectancy” could be improved to 

reach the recommended threshold. In order to improve the overall convergent validity, 

the loadings of the different measures were checked. The measure with the lowest 

loading was E.2 (0.6). This measure has been removed and the AVE and CR of this 

construct has been improved to 0.50 and 0.75 respectively as shown in table 15  

The AVE and composite reliability of the “Facilitating Conditions” could be improved. 

The loadings of the different measures were checked. The measure with the lowest 

loading in the “Facilitating Conditions” construct was F.2 (-0.73). This measure has 

been removed and the AVE and CR of this construct have been improved to 0.51 and 

0.66 as shown in table 15. The AVE seems to be Ok but the composite reliability value 

is still below the average. However, it was not possible to remove any other measure 

from this construct because there were only two left. 
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4.2.4 Confirmatory factor analysis  

The final loading of the items seems to be good. After finishing the convergent validity 

test, two measures have been removed E.2 “It would be easy for me to become skillful 

at shopping from online stores” from Effort Expectancy construct and F.2 “I have the 

necessary knowledge to shop online” from Facilitating Condition construct. The 

reliability and validity of the different constructs have been verified. According to table 

16, all of them are reliable and valid except one construct “Facilitating Condition”. All 

the loadings are higher than 0.6 except F.3 (0.51), thus, the convergent validity is 

demonstrated.  

Table 16. The final loadings of the different measures 

Item / Factor Loadings 

Frequency (AVE =0.64, CR =0.78)  

Fr.1 How many times do you  shop online in a month 0.7762 

Fr.2 How frequently do you shop online  0.8246 

Performance Expectancy (AVE =0.63, CR =0.83)  

P.1 I would find shopping online useful in my life 0.8446 

P.2 Shopping online enables me to save more time 0.844 

P.3 If I use online shops, I will increase my chances of purchasing good 

products. 

 

0.6968 

Effort Expectancy (AVE =0.50, CR =0.74)  

E.1 My interaction with online stores would be clear and understandable 

 

0.7528 

E.3 I would find the online shops easy to use 

 

0.7445 

E.4 Learning to shop from online stores is easy for me 0.6186 

Social Influence (AVE =0.63, CR =0.83)  

S.1 My close friends  think that I should purchase online 0.8322 
S.2 People who are important  to me think that I should purchase online 0.8102 

S.3 People in my workplace has been encouraging me to shop online 0.7466 

Facilitating conditions (AVE =0.51, CR =0.66)  

F.1 I have the resources necessary to shop online such as bank card 

 

0.8714 

F.3 A specific person (or group) is available to assist me shopping online 
0.518* 

Intention  (AVE =0.61, CR =0.82)  

I.1 I intend to shop online in the future 0.8578 

I.2  I predict I will shop online in the future 0.7368 

I.3 I plan to shop online in the future 0.7621 

Note: all the values are significant  

*The value is below the recommend value (0.6) 

 

 



38 

4.2.1 Discriminant validity  

The result of the discriminant validity in the Finnish sample shows that there is a strong 

reflection between the different measures and their theorized construct more than a 

relationship within the rest of the measures. As shown in table 17, the AVEs, which are 

the bold numbers in diagonal, are larger than any inter-construct correlation, the 

numbers on the left and bottom of the AVE. Therefore, the discriminant validity is 

checked for the Finnish sample.  

Table 17. Discriminant validity result for the Finnish Sample 

                        
Behavioral 
intention 

Effort 
Expectancy 

Facilitating 
conditions 

Performance 
Expectancy 

Social 
Influence 

Use 
Behavior 

Behavioral 
intention 0.78 - - - - - 

Effort 
Expectancy 0.576 0.70 - - - - 

Facilitating 
conditions 0.1387 0.2281 0.71 - - - 

 Performance 
Expectancy 0.509 0.468 0.1063 0.79 - - 

Social 
Influence 0.5472 0.3396 0.1563 0.4869 0.79 - 

 Use Behavior 0.2957 0.2426 0.2012 0.1944 0.2033 0.80 

 

4.2.1 Multiple regression analysis  

The multiple regression analysis shows that the theorized relationships between the 

different variables in the UTAUT model are significant in the Finnish data. The 

strongest relationship is between Effort Expectancy and Behavioral Intention (Beta = 

0.38). The lowest relationship is between Facilitating Conditions and Use Behavior 

(Beta = 0.16). Table 18 shows the betas of the different relationships and their 

significance.   

Table 18. Regression coefficients of the UTAUT model   

 Beta  P-value 

          Behavioral Intention -> Use Behavior 0.273 0.000995435 

      Facilitating conditions -> Use Behavior 0.1633 0.078353845 

     Effort Expectancy -> Behavioral Intention  

0.3843 

0.000108862 
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Performance Expectancy -> Behavioral Intention 0.1655 0.031812675 

      Social Influence -> Behavioral Intention 0.3361 2.57685E-06 

 

The model does not fit very well in the Finnish sample. Table 19 shows R square values 

of the different dependent variables in the UTAUT model. The strongest value is 

recoded in the Behavioral Intention variable and the weakest value is recorded in the 

Use Behavior variable. Regarding the Behavioral Intention, 0.49 seems to be a 

moderate beta. However, regarding the Use Behavior 0.11 seems to be very low. This 

could imply also, as concluded from the Moroccan sample analysis, that the relationship 

between the two dependent variables Behavioral Intention and Use behavior should be 

switched. In addition to this, there might be other variables that could explain more 

these variables that were not in the study.  

Table 19. R square of the dependent variables  

Dependent value R Square value 

Behavioral intention 0.4895 

Use Behavior 0.1136 

 

4.3 Comparison of Means between both Morocco and Finland 

Table 20. Means of the Moroccan and Finnish samples   

Item / Factor Morocco Finland 

Frequency    

Fr.1 How many times do you  shop online in a month 1.73 2.10 

Fr.2 How frequently do you shop online  1.89 2.15 

Performance Expectancy   

P.1 I would find shopping online useful in my life 4.20 4.13 

P.2 Shopping online enables me to save more time 4.36 4.01 

P.3 If I use online shops, I will increase my chances of 

purchasing good products. 

 

3.53 
3.37 

Effort Expectancy   

E.1 My interaction with online stores would be clear and 

understandable 

 

3.53 
3.73 

E.2 It would be easy for me to become skillful at 

shopping from online stores 

3.78 4.06 

E.3 I would find the online shops easy to use 

 

4.09 4.09 

E.4 Learning to shop from online stores is easy for me 4.15 4.26 
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Social Influence   

S.1 My close friends  think that I should purchase online 3.09 3.14 
S.2 People who are important  to me think that I should 

purchase online 

2.99 3.15 

S.3 People in my workplace has been encouraging me to 

shop online 

3.04 3.09 

Facilitating conditions   

F.1 I have the resources necessary to shop online such as 

bank card 

 

3.93 4.23 

F.2 I have the necessary knowledge to shop online 4.32 4.36 

F.3 

 

 

 

A specific person (or group) is available to assist me 

shopping online 

2.70 3.14 

Intention    

I.1 I intend to shop online in the future 3.59 3.72 

I.2  I predict I will shop online in the future 3.72 3.67 

I.3 I plan to shop online in the future 3.80 3.81 

 

Table 20 provides mean comparison between the Moroccan and the Finnish sample. In 

general, there is not a big difference in most of the constructs’ measures. One of the 

construct were the mean difference was quite big is the “Actual Use”, frequency. There, 

it appears that the Finnish people purchase online more than the Moroccans. Moreover,  
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5. Results and discussion 

This chapter of the current master thesis intends to discuss the finding of the previous 

chapter. The main objective of this chapter is using the theories discussed in consumer 

behavior chapter to understand better the findings generated in the analysis chapter. It is 

mainly composed of two main parts. The first part discusses Morocco and the second part 

discusses Finland.  

5.1 Morocco  

This is the first part of the chapter where the results of the Morocco sample analysis is 

discussed  

5.1.1 Hypothesis testing 

There are mainly two types of hypotheses; there are hypotheses that are related to the 

relationship between the constructs and hypotheses that are related to find out the effect 

of gender between the independent variables and the Behavioral Intention Construct. In 

this first section, only the first type of hypotheses will be evaluated. Then, The 

moderation effect will be left to the second part of this section.  

Table 21. Hypotheses testing   

Hypothesis  Finding (Beta) Conclusion 

H.1 [PE  BI] 0.2311 Supported 

H.2 [EE  BI] 0.2898  Supported 

H.3 [SI  BI] 0.3652  Supported 

H.4 [FC  UB] 0.2392 Supported 

 

The results of the Moroccan sample are not found to be very supportive to the UTAUT 

model that has been done by Venkatesh et. al (2003). This is mainly because the betas 

of the different relationships are found to be small as shown in table 21. They are 

ranging between 0.23 to 0.36. In the following parts, this study looks at the different 

relationships between the different variables and tries to explain them.  

There is a significant positive relationship between Performance Expectancy and 

Behavioral Intention. In this context and according to Venkatesh et. al. (2003), 

performance expectancy stands for the benefit that could be drawn out from using 

online shopping. Morocco is very known to be a land of shops and square markets 

where people usually enjoy conversations with sellers before purchasing products. 

Although this type of shopping seems to be preferred among tourists, it is usually the 

worst to local resident. This is mainly because this type of shops is, most of the times, 

owned by individuals who decide to purchase products from providers as they wish. In 

general, they do not follow any fashion or news, but they only follow their intuition in 
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selecting the products to be bought from the provider. Moreover, they do not usually 

have defined opening hours for their stores. They usually open and close whenever they 

want without informing their potential clients. All these reasons seem to be weakening 

the relationship between the Moroccan customers and this kind of stores. Therefore, 

they tend to look for alternatives to improve their shopping experience. One alternative 

could be the online shopping that has a strong potential to solve all these problems.  

A supporting argument to my previous claim about explaining the relationship between 

the Performance Expectancy and the Behavioral Intention is observing the huge 

development of the supermarkets landscape in Morocco. Fifteen years ago, there was 

basically one big supermarket in Casablanca. It was a must-visit destination for any 

Moroccan traveling to Casablanca. For the last ten years, dozens of supermarkets and 

few big malls have been built in several parts of the city. This could explain that the 

Moroccan people are moving towards modernity and looking for a better way to shop.  

There is a significant positive relationship between Effort Expectancy and Behavioral 

Intention. In this context and according to Venkatesh et. al. (2003)., the independent 

variable Effort Expectancy stands for the contribution of easiness of using online stores 

to shop online. This relationship means that the Moroccan people’s intention to buy 

online could be predicted by how easy and simple to shop online. This could convey 

that the Moroccan people are quite reluctant to adopt online shopping. In fact, they need 

some time to understand it and be confident enough to use it before attempting to do it.   

There is a significant positive relationship between Social Influence and Behavioral 

Intention of use. According to Venkatesh et. al. (2003), the social influence stands for 

the pressure that a person gets from his peers and family to shop online. This 

relationship has scored the top among the other relationships in the model. This states 

that the Moroccan people are very influenced by their peers and family to have an 

intention to purchase online. This supports the findings of Hofstede et al. (1988) who 

classified Morocco as a collective country. This means that people are having strong 

influence on each other’s.  

There is a significant positive relationship between Facilitating Conditions and Use 

behavior. According to Venkatesh et. al. (2003), the Facilitating Conditions stands for 

the necessary tools and knowledge that make using the system possible. In this context, 

the conditions could be a valid bank card or the ability to use computers. This 

relationship’s beta scored the least among all the other relationships. This could mean 

that the Moroccan people who were surveyed have the necessary knowledge to use the 

computers and have also a valid bank card.  

Few years ago, several internet activists have linked facilitating conditions to the 

availability of valid bank cards. This is mainly because the monetary conditions of 

Morocco impose several rules to avoid people from exporting money abroad. The 

internet online investors have been blaming the government for acting as an obstacle 

against the development of online commerce in Morocco. To cope with this situation, 

the government ordered banks to issue bank cards to be valid in online transactions in 

Morocco and other bank cards to be valid to purchase online from other worldwide 

stores with a fixed yearly budget. The banks have been advertising a lot these new 

cards. This research confirms that people have learned that all the facilitating conditions 

are met and they can purchase online without problems. Probably, if this research has 

been done several years ago, the relationship between the facilitating conditions and 

behavioral use would be higher. 
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5.1.2 Gender moderation  

In this section, the different hypotheses that are related to gender mediation between 

Behavioral Intention and the other independent variables are tested. Table 22, lists the 

relationship between the Behavioral Intention construct and the other related constructs 

of two separate gender groups in the Moroccan sample. Then, it provides the T value is 

showed the display the statistical significance of the comparison.  

Table 22. gender moderation on the different relationships of the variables  

Hypotheses Comment Construct Gender Beta P value  

H.1a Supported Effort 

Expectancy 

Males 0.252 0.005924 

 Females *-0.033 

H.2a Supported Performance 

Expectancy 

Males 0.317 0.00609 

 Females 0.539 

H.3a Not supported Social 

Influence 

Males 0.419 0.359614 

 Females 0.386 

*not statistically significant relationship 

Morocco is classified as a masculine society where the gender difference is very wide. 

According to Hofstede et al. (1988), there is an index to measure the gender values in 

the society. This index is called the masculinity v/s femininity index. Morocco has been 

shown to be a masculine society where values such as competitiveness, assertiveness 

and materialism are present. In addition to this, there exists a big gender difference in 

this country. Therefore, this study expects that the gender could mediate the relationship 

between the different independent variables and the behavioral intention.  

The results show that there is a gender effect in the relationship between Effort 

Expectancy and Behavioral Intention. As shown in table 22, in the male group, there is 

a significant relationship between the two variables. This means that the Moroccan 

males’ intention to purchase online can be explained by the effort that they can spend 

by purchasing online. However, for the Female group, there is no significant 

relationship. This means that the Moroccan females’ intention to purchase online can’t 

explained by the Effort Expectancy. These two results are statistically significant which 

means that they two gender groups are behaving differently regarding this particular 

relationship. 

The results show that the gender plays a role of a moderator in the relationship between 

Performance Expectancy and Behavioral Intention. The comparison between the 

different genders is statistically significant. This means that this phenomenon is more 

likely to occur in real life more than 95% at a time. Moreover, the strength of the 

relationships between the Performance Expectancy and Behavioral Intention between 

the gender groups showed that Females seems to care more about Performance 

Expectancy then men. This means that Females think more about the outcome that they 

can get from shopping online then men.  
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Gender does not play a moderator role in the relationship between Social Influence and 

Behavioral Intention. As stated in table 22, this particular relationship scored the highest 

among all the relationships in this model. Moreover, this relationship does not seem to 

be moderated by gender. This means that males and females from the Moroccan sample 

feel a pressure from their peers and family to move on and use online shopping.  

Two out of three hypotheses are supporting the findings of Hofstede. The first two 

hypotheses (H.1a, H.2a) states that the gender difference influence the relationship 

between the Behavioral Intention from one side and the Effort Expectancy, Performance 

Expectancy from the other side. This supports the finding of Hofsetede who described 

Morocco as a country with large gender differences. However, The last hypothesis 

(H.3a) does not support the Hofstede finding because gender does not play any 

moderation role in the relationship between the Behavioral Intention and the Social 

Influence. This could be explained that online shopping is a new tendency and both 

genders in Morocco feel that there is a pressure from their peers and friends to try it.  

5.2 Finland  

This is the first part of the chapter where the results of the Finland sample analysis is 

discussed  

5.2.1 Hypothesis testing 

Table 23. Hypotheses testing   

Hypothesis  Finding (Beta) Conclusion 

H.1 [PE  BI] 0.1655 Supported 

H.2 [EE  BI] 0.3843 Supported 

H.3 [SI  BI] 0.3361 Supported 

H.4 [FC  UB] 0.1633 Supported 

 

The results of the Finnish sample are not found to be very supportive in terms of the 

relationships between the different variables to the UTAUT validation that has been 

done by Venkatesh et. Al. (2003). Table 23 shows the different betas of the different 

relationships between the variables. These values are ranging from 0.1633 to 0.3843. In 

the following section, the study looks in details for the different relationships. 

There is a positive relationship between the Performance expectancy and Behavioral 

Intention. The Finnish people seems to care a little bit about what they can get as an 

outcome of shopping online before forming a intention to do so. This could be 

attributed to the fact that they are already familiar with shopping online. Therefore, they 

know what to expect from such kind of shopping. Therefore, it is no longer a strong 

influencer to push them to have an intention to carry this kind of shopping. However, 

the Moroccan people ranked higher in this relationship because they are new to this 

form of shopping. Therefore, they are asking more from this kind of shopping.  

There is a positive relationship between the Effort Expectancy and Behavioral Intention. 

Finnish people seem to care a lot about the effort expectancy when it comes to using 
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online shops. This means that they prefer to use online shops that are clear and easy to 

use. This could be attributed to the fact that the online commerce in Finland is very 

mature. Therefore, there are a lot of online shops and the Finnish customer can select 

easily which one is easier for him or her in order to shop. However, In Morocco, the 

shops are still limited and people are ready to learn how to purchase online if they find 

very good deal.  

There is a positive relationship between the Social Influence and Behavioral Intention. 

The Finnish people seems to care a lot about the social influence in purchasing online. 

According to Hofstede et al. (1988), Finland is characterized to be an individualistic 

country. This means that the relationship between people is weaker than in collective 

countries. The finding of the current study does not support the theory of Hofstede. This 

is mainly because Finnish people care a lot about the social influence when it comes to 

purchasing online. In Morocco, this relationship strength is quite the same because 

Morocco is more a collective country according to Hofstede et al. (1988). Therefore, 

people feels a sense of pride of showing to others that they are able to purchase online 

and use new technologies.  

Finland is not a truly individual country as many people might believe. According to 

Hofstede et al. (1988), countries are classified regarding their degree of individualism. 

As stated in table 3, Finland ranked 63 in collectivism which means it is far individual 

than Morocco which scored 25. This means that there are other countries that are far 

more individual. Still, I don’t agree that there is a truly individual country where people 

do not care about their relationships with each other’s. Therefore, Finland could be 

considered collectivism to some point after this study at least when it comes to 

shopping.  

There is a positive relationship between the Facilitating Conditions and Use Behavior. 

The results shows that the Finnish people believe that they should have the necessary 

conditions to shop online such as pc, bankcard. The relationship strength is almost the 

same in both countries. This is mainly because this construct “Facilitating Conditions” 

are present in both of them in the same way.  

5.2.2 Gender moderation  

Table 24. gender moderation on the different relationships of the variables  

Hypotheses Comment Construct Gender Beta P-value  

H.1a Supported Effort 

Expectancy 

Males 0.622 0.000973 

 Females 0.2057 

H.2a Supported Performance 

Expectancy 

Males -0.0154* 0.000297 

 Females 0.415 

H.3a Not supported Social 

Influence 

Males 0.2485 0.027514 

Females 0.3859 

* not significant value 
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Finland is classified as a feminine society where the gender difference is very small or 

does not exist. According to Hofstede et al. (1988), the masculinity v/s feminity index 

shows that in the Finnish society the emphasis is on the relationship and the quality of 

life. Moreover, there is very little or no gender differences between males and females. 

The results of this current study shown in table 24 shows that there is significant gender 

moderation on the relationship between the Behavioral Intention of use and the different 

construct. This does not support the theory of Hofstede and shows that there are some 

gender differences regarding shopping online.  

There is significant gender moderation on the relationship between the Effort 

Expectancy and Behavioral Intention of shopping online. It seems that Finnish males 

are more concerned about the easiness of shopping online than the Finnish females. 

This could means that the Finnish ladies can learn to purchase online or challenge 

themselves to purchase in different kind of websites in order to get the products that are 

looking for.  

There is a significant moderation between Performance Expectancy and Behavioral 

Intention. Performance Expectancy seems to be more important to females than males. 

This means that females do not usually have an intention to purchase online unless they 

will find some good outcome from it. However, for men, this is not the case because the 

relationship between these two variables is not significant.  

There is a significant moderation between Social Influence and Behavioral Intention. 

The relationship between the social influence and behavioral intention of use is positive 

and quite strong in both groups. This means that Finnish people do not want to appear 

ignorant when it comes to online shopping. Therefore, they care a lot about the opinions 

of their friends and family about online shopping and feel that they really need to do 

this.  

5.3 The difference between this study and the previous ones 

Here are the three points that this study is different from the previous ones.  

Finnish people are not currently at the adopting phase of the online shopping. They 

have already been in this stage around 10 years ago or more. Other studies have been 

using UTAUT to understand the use of new technologies or trends. But, in this case 

UTAUT was used mainly to check the variables that influence people to use online 

shopping in general and not to adopt it. However, in Morocco, the trend is very new and 

people are still excited about it, some did not shop online yet. Therefore, the objective 

of running the test in the Moroccan sample is to find the variables that influence people 

to adopt.  

Previous studies have only considered to see the overall picture of the variables 

influencing people to use the system. Most of them have asked respondants about their 

gender. But, they did not make separate studies for each group and compare them 

together to see the differences in the relationships between the variables. This study 

went a step further in this and tried to find the relationship significance in the different 

groups. There results were found to be different from one gender to the other. This 

implies that gender in most of cases plays a significant role in moderating the 

relationships between the different variables.  

The findings of this study were not very supportive to the UTAUT model like the other 

studies. This could mean that there might be other variables that have to be involved in 
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order to understand the overall purchasing behavior in both cultures. This could be as 

good starting point to other studies that intend to research in this specific area.  
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6. Conclusion  

This chapter presents an overall conclusion of the master thesis. There are mainly three 

main parts of this chapter. The first part describes the overall contribution of this 

research. The second part of this chapter discusses the limitation of the current study. 

Finally, the last part of this chapter proposes areas of further research 

6.1 Research contribution  

Practical contribution 

Morocco 

The results of the current research could contribute practically in influencing more 

people to adopt online shopping. The current finding could be used to make some 

marketing material such as TV and magazine to push more people to adopt this new 

technology. First, Social Influence factor seems to be an important factor to explain the 

online shopping behavior for both genders. Moreover, Females seem to care more than 

men on Performance Expectancy. This means that they need to get good outcome from 

shopping online before adopting it. Finally, Effort expectancy is very important among 

men than women. In other words, men like to shop in easy shops more than women who 

are ready to invest time to learn or probably ask their friends to shop a nice dress or 

product they found online.  

Finland 

The results of the current research could be used by specific stores to improve their 

conversion rates. In Finland, the online shopping is relatively old. Still, there is always 

room to make this kind of shops more profitable. Here are a list of the most important 

finding that could be used to draw more people to the online shop and improve the 

conversion rate. First, Social Influence is still very important in Finland for both 

genders. Therefore, it could be a good idea to use some social sharing button on articles 

to share what they are looking at or what they have already shopped. Second, like in 

Morocco, females care a lot about what they get from online shops. Therefore, it would 

be a good idea to provide some material to help them select the best product or find the 

hottest look, for example. Third, like in Morocco, males seem to care about the easiness 

of shopping online. Therefore, in the online shops targeting this particular segment, it 

would be better to provide easy interface.  

Theoretical contribution 

The first main contribution of the current study is finding out the importance of culture 

in shaping online buying behavior. Today, as the world becomes smaller due to the 

telecommunication technologies, cultural differences shrink. This is mainly because 

most of the world population is exposed to basically the same “culture-shaping 

material’ such as movies and music. In the current context, the comparison of two 

culturally different countries such as Finland and Morocco showed that culture 

influence the online shopping behavior. However, it also showed that this influence is 
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not dramatic due to the fact that there are only some differences on the importance of 

the relationships between the different variables.  

The research could present some insight on developing cross-cultural shops. The best 

way to develop a successful online shop is to tailor it according to the needs of the 

targeted customers. Unfortunately, not all types of business organizations have the 

necessary resources to hire experienced marketers and carry out long market studies to 

reveal the influencing factors of online shopping behavior. Therefore, the current study 

could give some useful guidance to this kind of business organization to develop 

effective cross-cultural online shops. This is mainly by relying more on these 

influencing factors that do not get influenced by cultural change.  

6.2 Finding summary 

Almost all the finding of the study supported the hypothesis. As shown in table 24, all 

the hypotheses were proven to be supported. The only hypothesis which was not 

supported I H.3a which is related to Social Influence. This means that gender does not 

play any significant relationship between the behavioral intention and the social 

intention. But for the other hypotheses, they are all supported which means that the 

UTAUT model is supported.  

Table 24. summary of the first part of the finding 

Hypothesis  Morocco Finland 

H.1 [Performance Expectance 

 Behavioral Intention] 

Supported Supported 

H.1a Supported  Supported 

H.2 [Effort Expectancy  

Behavioral Intention] 

Supported Supported 

H.2a Supported Supported 

H.3 [Social Influence  

Behavioral Intention] 

Supported Supported 

H.3a Not Supported Not Supported 

H.4 [Facilitating Condition  

Use Behavior] 

Supported Supported 

6.3 Research limitation 

The current study has some limitations that could be considered before attempting to 

use the outcome of it. First, the primary samples of the current study have been drawn 

from university students from Finland and Morocco. It could be argue that the 

university students are not representative of the general population. This is mainly the 

young age and high level of education between countries reduces the cultural difference 

between the two compared countries According to Ko et al. (2004). Moreover, it is 

important to note that the student of Al Akhawayn University might not be a good 

representative sample to the Moroccan population. This is mainly due to the fact that 
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these students usually belong to wealthy families who can afford paying tuition of 5,000 

euros per year. Second, the current study did not focus on a specific product or service. 

This could be a limitation factor of the current study. This is mainly because users 

might interpret questions differently than if it was focused on one single product or 

service. Third, the current study assumes that Morocco and Finland are two distinct 

cultures. However, the reality is that both of these countries are rich of cultural 

diversity. Therefore, the cultural differences between the people inside the country 

could be more distant than in cross-country.  

6.4 Areas of further research 

There are mainly two main areas of further research in the current study. First, the 

current study does not take into consideration a specific product or service in its 

comparison between Moroccan and Finnish online shopping behavior. In general, 

taking into consideration a specific service or product might produce different results. 

Second, the R square of the online shopping variable was quite low for both studies, 

thus, it could be a good idea to check different variables and try to find their influence 

on the use behavior. These variables could be drawn from the MIAC model.  Third, the 

result of this research could be more specific if the cultures of these two countries are 

studied more. Therefore, we suggest that this study could be rerun taking into 

consideration the different cultural components of Finnish and Moroccan cultures.  
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